Such research, as Sitkin, Sutcliffe, and Barrios-Choplin (1992) noted, has ignored message recipients while focusing exclusively on message sources who select the media to carry information. To correct this sender bias, research should investigate this issue from the information receiver's perspective. Previous research has also centered primarily around communication transactions within organizations. This focus slights the role managers play as the boundary spanners in search of information for decision making (e.g., Adams, 1976 Adams, , 1980 Katz & Kahn, 1978) . Managers form interorganizational communication networks with vendors, clients, and peers in the industry to obtain and evaluate information (e.g., Eisenberg et al., 1985) . Thus, research should examine media use in these interorganizational communication transactions from the receiver's perception.
The existing research has expanded our understanding of how message characteristics (e.g., complexity, clarity, volume, valence, and relevance) affect managers'media selection and use (e.g., Fulk, Steinfield, Schmitz, & Power, 1987; Sitkin et al., 1992; . This stream of research has proposed that media richness (i.e., multiple cues, personal and speedy feedback, and language variety) is largely responsible for reducing uncertainty or equivocality 1 in decision-making contexts. That is, media richness influences how information is presented to the receiver and how the medium reduces uncertainty or equivocality. What needs to be clarified is how the presentation of information via various media decreases uncertainty or equivocality in decision-making contexts. Such inquiry is important, Huber and Daft (1987) noted, because managers not only gather information through a variety of media but also critically evaluate such information to use in decision making. Nonetheless, earlier research has largely failed to examine whether media richness affects how decision makers receive, obtain, and evaluate information.
To address these issues, a research project explored managers' selection and use of communication media to receive and evaluate information. This study also explored managerial media choice and use as receivers in the interactive process of information exchange with persons external to their organizations. Finally, this research examined managerial media preferences when receiving information on strategic issues. In the following sections, we briefly review managerial information evaluation and offer specific hypotheses, followed by a description of methods, report of results, and discussion of the findings.
MANAGERIAL INFORMATION EVALUATION
Managers routinely exchange messages with external (as well as internal) sources of information and exert persuasive influence (Huber & Daft, 1987) . This exchange includes vendors, clients, or customers concerning issues relevant to their tasks (e.g., technology, service, and products; e.g., Fichman & Goodman, 1996) . Managers critically evaluate information, particularly when their decisions contain a high degree of risk (Spekman & Johnston, 1986) . Moenaert and Souder (1990) suggested that managers use several criteria to assess information received from external sources (e.g., different functional units): comprehensibility, credibility, novelty, and relevance. Comprehensibility refers to the ease with which the receiver can understand the information. Credibility is the degree to which the receiver believes the information is accurate and unbiased. Novelty refers to the number of new, recognizable arguments in the information. Relevance is the measure of appropriateness or usefulness of the information. Furthermore, Moenaert and Souder indicated that managers evaluate information as they decide whether to use it to solve problems or make decisions. When managers perceive the information to be comprehensible, credible, novel, and relevant to the task, they are more likely to use it to reduce uncertainty or equivocality in problem solving (e.g., Holland, Stead, & Leibrock, 1976; John & Martin, 1984; Moenaert & Souder, 1990; Wilton & Myers, 1986) . and periodicals may be least preferred (e.g., Kurke & Aldrich, 1983; Mintzberg, 1973 Mintzberg, , 1975 . The rationale for these preferences 2 is that managers can communicate more effectively through richer media, especially when they are faced with uncertain, complex, or ambiguous tasks (e.g., Alexander et al., 1991; Daft et al., 1987; Daft & Lengel, 1984 Fulk et al., 1987; Trevino et al., 1987) . Richer media have multiple cues available to understand, interpret, and instantaneously clarify information.
Managers often make decisions about complex, equivocal, and uncertain issues and tasks (e.g., Duncan, 1972; Huber & Daft, 1987) . McKinnon and Bruns (1992; see also Mintzberg, 1973 see also Mintzberg, , 1975 found that face-to-face interaction was the dominant mode managers use to search for information. In an experimental study, Russ et al. (1990) found no difference between message senders and receivers in their perceptions of the relationship between message equivocality and media choice in internal communication (i.e., respondents selected their preferred media to send or receive message). In other words, when processing information in their task environments, managers, whether they send or receive, are likely to prefer richer media. Thus, the following hypothesis is proposed.
Hypothesis 1: Managers will prefer to receive trade, product, and service information from outside their organizations through richer media.
Media richness theory suggests that richer media enhance the ability to understand or comprehend information (e.g., Daft & Lengel, 1984 . Richer media provide multiple cues and opportunities to ask and answer questions related to the information. As the media become richer, communicators become more "present" or more real to one another (O'Keefe, 1990) . When information is transmitted through rich media (e.g., interpersonal communication channels), opinion change is greater because of, in part, the credibility in the information (Porter & Roberts, 1983) . Natural language, which is high in variety, can be used to tailor each message to the receiver (Daft & Wiginton, 1979) . Information transmitted through richer media is likely to be evaluated as more Lee, Heath / MEDIA RICHNESS 79 comprehensible, credible, and relevant than information conveyed through leaner media. Thus, the following hypothesis is offered.
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Hypothesis 2: Managers will perceive trade, product, and service information gained from the external environment to be more comprehensible, more credible, and more relevant to their tasks when it is received through richer media.
Previous research has paid little attention to how media are selected and used during information exchange. Thus, this research explored choice and use of media when the receiver responds to an earlier message from an external source. Managers seem to prefer richer media when responding to messages from external information sources (e.g., Mintzberg, 1973 Mintzberg, , 1975 . Richer media allow timely feedback (Adler & Elmhorst, 1996) . Thus, managers might prefer to use the telephone, which combines oral contacts with easy access to the original information source. Because proximity and limited resources make face-to-face information exchange impractical, telephone would be a second best choice. Hence, the following hypothesis is advanced.
Hypothesis 3: Managers will follow up more via telephone than any other medium when responding to information from their external environment.
Managers scan and probe their organizational environments to identify opportunities and threats (e.g., Huber & Daft, 1987) , depending on strategic issues involved. For example, Whitfield, Lamont, and Sambamurthy (1996) found that CEOs in multinational organizations use different kinds of media to obtain information from their foreign subsidiaries, partly based on issue type (i.e., product vs. country matters). Germane to the oil and gas industry today, two important issues are (a) What are the best available technologies and services? and (b) Which economic or sociopolitical concerns can influence exploration and production?
4 Failure of a technology or service provided by a vendor can cause the organization to lose money and can damage the professional reputation of the decision maker. On the other hand, economic and sociopolitical 80 MCQ / Vol. 13, No. 1, August 1999 issues may have less immediate impact on business operations. Steinfield and Fulk (1986) suggested that when information is needed quickly, rich media are used. Managers are likely to use rich media when processing immediately relevant and urgent information (i.e., technical issues) as opposed to information with longer term consequences (i.e., sociopolitical issues). Therefore, we examined the following hypothesis.
Hypothesis 4: Managers will use richer media when keeping up-todate with technology and service issues rather than in tracking economic and sociopolitical issues.
METHOD RESEARCH RESPONDENTS
A total of 69 individuals were interviewed as part of a larger research project. The interviewees were engaged in exploration and production (E&P) activities for companies that discover, drill for, and produce crude oil and natural gas. 5 The interviewees had worked, on average, 18 years in E&P activities (M = 17.60, Mdn = 17.00). They represented all of the E&P disciplines: exploration (19%), evaluation (16%), drilling (39%), completion (22%), and information systems (4%). The participants 6 typically performed the following decision-making roles in their E&P capacities: collaborated with colleagues (10%); recommended products and services (20%); made final decisions (20%); individually gathered, analyzed, and evaluated information (10%); worked with a team to gather and analyze information on products and services (20%); and led a team to acquire and evaluate information (20%).
PROCEDURES
Interviews. First, a list of 135 potential interviewees was generated by two professionals who had more than 10 years experience in E&P marketing and/or sales communication. When contacted by phone, 69 individuals agreed to participate. The interviews lasted 30 to 60 minutes and were conducted in the interviewees' offices. The interviews were tape-recorded, except when the interviewee wished otherwise (n = 2). Four trained members of the research team conducted interviews individually, 7 using a semistructured protocol (see Appendix). Respondents were asked about their media selection, use, and preferences when receiving and seeking vendor information about product, trade, and service.
Coding of open-ended questions.
Responses to each open-ended question were content analyzed into emergent categories following "the constant comparative method of analysis" (Glaser & Strauss, 1967) or open coding procedure (Strauss & Corbin, 1990) . Researchers treated the first response as a category and then compared the second response against the first response or category, in terms of the degree the two were similar in content. If the similarity in content was quite high, the second response was placed into the first category; if the response seemed to be unique, it became a new category. Each subsequent response was compared against existing categories. When multiple responses were offered, only the first response was coded.
8 Furthermore, once we developed categories, we checked the consistency of the responses within each category and labeled it descriptively. Finally, we sampled 33% of the respondents randomly (n = 23), and a second coder sorted the corresponding data into the developed categories to determine intercoder reliabilities. Simple intercoder agreement ranged from .83 to 1.00 (e.g., Krippendorff, 1980) , and kappa correcting for chance agreement ranged from .85 to 1.00 (Fleiss, 1971) .
INSTRUMENTATION
Media richness. When operationalizing media richness, we followed the criteria for media richness hierarchy used in the literature (e.g., Daft et al., 1987; Lengel & Daft, 1988) . For Hypotheses 1 to 3, we provided each interviewee with a list of "common" media through which information about product, trade, and service can be received from vendors in four major categories: face-to-face physi- 82 MCQ / Vol. 13, No. 1, August 1999 cal presence, telephone, media based on new communication technologies, and written documents.
9 Face-to-face physical presence, the richest media, included technical seminars by vendors, technical seminars by organizations other than vendors (usually small, 10-35 persons), in-person sales calls, and vendor sales presentations at conferences, conventions, or trade shows. The next richest media, telephone, included solicited and unsolicited phone sales calls from vendors. Next in the hierarchy of richness were new information technologies such as CD-ROMs and World Wide Web (WWW) sites that offer limited interactive capabilities. The leanest medium, written documents, consisted of vendor brochures, vendor product and service catalogs, direct mail, trade journals, and industry white papers (see Table 1 ).
Hypothesis 4 addressed the means that the respondents used to keep up-to-date on issues. Because the issues were not explicitly related to information coming from vendors, respondents were asked to offer any means that they used to seek information on these issues. Accordingly, kinds of media and their respective richness were inductively coded following the constant comparative method. When categorizing means of information seeking or monitoring, we discovered that some respondents offered sources of information rather than a particular medium through which they gained information concerning the issues. Therefore, we decided to group sources as either rich or nonrich media, based on our interpretation of information sources in which types of medium were not specific. 10 Overall, rich media include vendor sales phone contacts, direct observation, personal experience and involvement, vendor seminars, and conversations with consultants, peers, and colleague, whereas nonrich media contained trade publications and general mass media.
Preference. Preference of media was measured by a question, "If you could receive trade/product/service information in only one way, what way would that be (given a list of common media)?" Comprehensibility, credibility, and relevance. Perceptions of comprehensibility and credibility of information were operationalLee, Heath / MEDIA RICHNESS 83 ized by asking two questions. Interviewees, consulting with the list of media noted earlier, were asked to select the medium that offered the most informative and credible information, respectively. The interviewer explained that when information is informative, it is understandable and helps people to learn something clearly (i.e., comprehensibility). Likewise, when information is credible, it is not distorted and can be believed or trusted. In addition, interviewers asked why they considered their choice of a medium as offering most comprehensible and credible information, respectively. Perception of information relevance was operationalized first by asking the interviewees to rate the usefulness of information for each item on the list of media noted earlier on a four-point scale, ranging from 1 (most useful) to 4 (least useful). Then the interviewer noted that information would be useful if it was appropriate, related, or helpful to their decision-making tasks. The midpoint of "undecided" or "neutral" was eliminated from the relevance (and other) scales in this research, to reduce the midrange response bias. When analyzing data, the direction was reversed, such that a higher score would reflect more relevance of information. On average, information processed through all types of media on the list was perceived to be moderately relevant to their decision making (M = 2.74, SD = .39).
Interactive media. The selection of a medium to follow up on information received from external sources was operationalized by asking interviewees how they made vendor inquiries when they learned something they thought was important. We also asked about how frequently they made vendor inquiries to delve more deeply into the information they perceived to be important on a four-point scale, ranging from 1 (always), 2 (frequently), 3 (sometimes), to 4 (never). Typical managers made somewhat frequent vendor inquiries (M = 2.65, SD = .69).
Issues. The respondents were asked, from their point of view, what was the most significant: (a) technology or service issue, and (b) economic or sociopolitical issue. Interviewees perceived the following technology and service issues as most significant: new technological advances (32%), cost or pricing (15%), best practices (13%), personnel trends (13%), service quality (9%), alliance (7%), equipment (4%), information systems (3%), and environmental impact (3%). Respondents considered the following economic or sociopolitical issues as most significant: price of oil and gas (44%), environmental issues (23%), foreign government and globalization (17%), international markets (8%), personnel issues (4%), and reducing costs (4%). Therefore, the two issues were considered to be qualitatively different from one another.
Results indicate that participants wanted to receive information through face-to-face interaction (31%), phone contacts (13%), media based on new technologies (6%), written documents (35%), and other means (15%; e.g., peers in other companies). This pattern of media preference did not follow the predicted richness hierarchy of media (see Table 1 ). Thus, Hypothesis 1 was not supported.
INFORMATION COMPREHENSIBILITY, CREDIBILITY, AND RELEVANCE
Hypothesis 2 postulated that decision makers are likely to perceive information received through richer media as more comprehensible, credible, and relevant for decision making. Results indicated the following perceptions of which information is most comprehensible: face-to-face interaction (72%), phone conversations (6%), media based on new technologies (1%), written documents (19%), and other means (1%, e.g., personal network), respectively. Results revealed the following information credibility: face-to-face interaction (57%), telephone (4%), new technologies-based media (0%), written forms (33%), and other means of communication (6%; e.g., personal network). Thus, perceptions of both comprehensibility and credibility of information did not show a consistent pattern of media richness hierarchy. Finally, results of averaged tests of significance in a repeated measures (within-subjects) MANOVA procedure indicated a significant effect of media richness on relevance of information for decision making, F(3, 165) = 30.34, p < .001, η 2 = .36. Mean scores, standard deviations, and number of the respondents are presented in Table 1 . Post hoc paired t tests based on the Bonferroni method (i.e., the sphericity assumption was violated) showed that all mean scores were significantly different from one another, with an alpha level of .005, except for the test between phone contacts and media based on new technologies, t(55) = .58, ns. However, mean scores did not follow the expected pattern reflecting the hierarchy of media richness. Taken together, these results disconfirmed Hypothesis 2. 
INTERACTIVE MEDIA
Hypothesis 3 predicted that when responding to external information, managers are likely to follow up with rich media, particularly with phone contacts. Frequency distribution of follow-up means of communication with vendors showed that managers used a rich medium, virtually exclusively phone contacts (98.5%). Therefore, Hypothesis 3 was supported.
STRATEGIC ISSUES
Hypothesis 4 postulated that managers will use rich media when keeping up-to-date on immediate and relevant issues. An examination of frequency distribution showed that when monitoring issues of technology and service, 66% of managers sought information through rich media (e.g., vendor sales phone contacts, direct observation, experience and involvement, consultants, vendor seminars, peers and colleagues), whereas 34% preferred nonrich media (e.g., trade publications and general mass media). On the other hand, when keeping up-to-date on economic and sociopolitical issues, approximately 42% of the respondents reported that they sought information through rich media, whereas 58% used nonrich media. The result of a chi-square test revealed that use of the medium was dependent on the type of issue, χ 2 (1, N = 65) = 7.47, p < .01. Therefore, Hypothesis 4 was supported.
POST-HOC ANALYSES
For Hypotheses 1 and 2, post hoc analyses explored media selection and information evaluation based on richness (i.e., face-to-face and phone conversations) and nonrichness (i.e., new technologies and written documents). For Hypothesis 1, analysis showed slightly higher managerial preference of rich over nonrich media (44% vs. 41%). Furthermore, considering that interactions with peers in other companies (15%) are likely to be done via phone or face-to-face settings, this preference of rich media may have been even more pronounced. For Hypothesis 2, managers perceived information received through rich media as more comprehensible Lee, Heath / MEDIA RICHNESS 87 than nonrich media (78% vs. 22%). Furthermore, when asked why they considered a particular medium as providing most comprehensible information, the interviewees offered several reasons: interactive quality (70%), depth of information (12%), amount of information (10%), and third-party impartiality (9%). Managers also perceived rich versus nonrich media as providing more credible information (61% vs. 39%). They noted the following reasons for why a particular medium provides credible information: thirdparty impartiality (54%), interactive quality (29%), established relationship and track record with vendor (6%), third-party expertise (6%), user testimonials (3%), and amount of information (3%). Furthermore, mean scores for rich and nonrich media, with respect to information relevance, were 2.98 (SD = .54) and 2.62 (SD = .46), respectively. Paired t tests revealed that information received through rich media were significantly more relevant to managerial decision making than information conveyed through nonrich media, t(55) = 3.08, p < .005.
DISCUSSION
This investigation explored the role of media richness in information processing from the perspective of managers who receive and/or seek information to make potentially high-risk or "stigmatizing" decisions. The results from this research challenge several propositions of media richness theory but also help us to reevaluate that theory.
Contrary to media richness theory, most findings from the present study indicate that managers prefer to receive information through multiple methods or channels and perceive information received via multiple media as comprehensible, credible, and relevant for managerial decision making. Although managers prize interaction, they appreciate having information in written form when they want to carefully consider it (e.g., Lengel & Daft, 1988) . As Downs (1967) argued, a manager often resorts to multiple channels to reduce potential distortion of receiving information from only one source. Thus, nonrich media such as written documents 88 MCQ / Vol. 13, No. 1, August 1999 appeal to managers (e.g., Daft & Lengel, 1984; Donabedian, McKinnon, & Bruns, 1998; Lengel & Daft, 1988) . Media low in richness are appropriate for the efficient communication of objective data to support routine decisions . Drilling, exploration seismic study, and production data are often highly technical and require close scrutiny. Thus, written sources are desirable as well. In addition, when managers make decisions in emerging areas for which little information is readily available and it is rapidly changing, they are likely to consult other written documents such as consultants' and analysts' reports and newsletters that may contain in-depth information. This strategic choice seems to reflect the respondents' perception of media preference and related information comprehensibility, credibility, and relevance.
Results from post hoc analyses suggest that managers tend to prefer rich over nonrich media and perceive information received through rich media as more comprehensible, credible, and relevant for their decision making. These findings, consistent with earlier ones, support media richness theory (e.g., Kurke & Aldrich, 1983; Mintzberg, 1973; Rice, D'Ambra, & More, 1998; Russ et al., 1990) . Rich media offer communicators more opportunities to reduce equivocality, ambiguity, or uncertainty often associated with managerial tasks (e.g., Daft & Lengel, 1984 . Respondents indicated that information is more comprehensible when they can ask and learn from questions (70%). A particular medium offers the most credible information when a third party has evaluated it (57%; e.g., peer/independent/expert review and user testimonials). Rich or interactive media are also credible (29%; e.g., interaction and response to questions). Overall, managers seem to prefer rich media, and information received via rich media is perceived to be most comprehensible, credible, and relevant to their managerial decisions.
This research also found that managers use the telephone almost exclusively to follow up when information is received from external sources. The richness of telephone conversation seems to give managers ample opportunities to reduce the uncertainty of the information by asking and answering questions. Considering that the hypothesis of managerial preference for rich media was Lee, Heath / MEDIA RICHNESS 89 disconfirmed (e.g., managers do not necessarily prefer rich media to receive information), this finding indicates that when managers explicitly seek information, they prefer to use rich media (e.g., managers are likely to follow up with rich media such as telephone). Thus, a manager may prefer to receive information in writing for a number of reasons, including that the receiver can read, analyze, and consider it more than once. On the other hand, vendor information that a manager needs is more likely to be sought through rich, immediate, transactional oral media that offer better chance of reducing message ambiguity or uncertainty.
Offering additional insight for media richness theory, the results suggest that managers tend to use more rich media to monitor technological and service issues, whereas they seem to use more nonrich media to obtain information related to economic and sociopolitical issues. Technological and service issues are more relevant to decisions made by the respondents in the present study. Petty and Cacioppo (1986) suggested that when issues affect them personally, individuals pay close attention to and critically examine the message (e.g., information is carefully evaluated). Thus, managers may prefer rich media to alleviate their uncertainties and to elaborate their understandings of technical issues.
Finally, results reinforce the conclusion that personal networks, particularly peers outside the organization, play a major role in managerial media use and information evaluation (e.g., Downs, 1967; Kotter, 1982) , as noted in the following comment by a Drilling Division Operations Supervisor.
My friends and acquaintances in the industry are my lifeblood. I get a presentation from a vendor rep. I read something in a trade publication. I hear something at lunch. In the afternoon, I make five or six calls and confirm what people are saying. People in other companies doing what I do are not going to lie to me. I won't lie to them. We are close knit. It is a teamwork. We all want each other to look good. Weick (1979) considered organizing as constructing a consensually validated grammar for reducing equivocality; when managers receive equivocal information, they must discuss the issue among 90 MCQ / Vol. 13, No. 1, August 1999 themselves and converge on a common interpretation and frame of reference. Furthermore, the managers in the present study were responsible for making potentially high-risk, stigmatizing decisions, in that failures to make proper decisions would direct unfavorable attention to the decision makers because those decisions are costly in terms of organizational financial resources. Thus, to make sound decisions, the managers in this study may have used their peer networks more so than what otherwise might be expected to use.
This study has made several important contributions to the literature of media richness theory, particularly by focusing on managerial media use by receivers in decision-making contexts. This study is also the first to explore managerial evaluation of information processed through a variety of communication media (i.e., comprehensibility, credibility, and relevance) across organizations. Finally, the present research extends our understanding of managerial media use, with respect to strategic issues involved in managerial tasks.
The findings in this research have theoretical and practical implications. Results suggest that media richness theory has most explanatory and predictive power at a higher level of abstraction (rich versus nonrich). One practical implication is that message senders (e.g., vendors) are wise to use rich interaction opportunities, such as face-to-face and telephone conversations, so that their information is likely to be perceived as more comprehensible, credible, and relevant to the recipient's decision-making tasks. At the same time, when presenting information in both oral and written forms, the senders should provide more third-party views (e.g., peer reviews, user testimonials, and expert opinions) to increase the influence on the managers' decision making.
There are limitations in this study. As inherent in this type of qualitative study, interview protocol was limiting in its design in terms of the number of participants (N = 69). Another potential limitation is that this study did not include e-mail, voicemail, fax, video conferencing, and other potential means of information reception (see Note 9), future research should incorporate such media, along with our finding of the lack of utilization of CD- Lee, Heath / MEDIA RICHNESS 91 ROMs and WWW sites. Given that new technologies did not comprise a significant part of the research and that two thirds of the respondents did not have access to WWW sites, present findings might change if new technologies were figured into the future research design. For example, written communication may be even more preferred to receive information, if e-mail were considered. WWW sites may also be more preferred as an information source and evaluated as more comprehensible, credible, and relevant.
More important, some of our data do not reflect actual behaviors and specific messages or information. Thus, the respondents may have provided socially desirable answers (e.g., they want rich media contact). We acknowledge that in the press of day-to-day activities, rich media contacts (particularly face-to-face conversations) are not usually possible (or even desirable). Furthermore, managers (information receivers) may impose certain barriers such as voicemail or secretarial help as a means to reserve their face-toface communication for exchanges they believe will be highly useful and relevant. Thus, due to the small sample size, the kind of data in the study, and other potential contextual complexities (e.g., imposed barriers, the nature of the receiver-sender relationship, and particulars of the industry), cautious interpretations of the findings are in order, and the generalizability of the findings may be limited.
This study is concerned with media use in managerial decisionmaking contexts. Future studies may extend and/or explore managerial media use from the receiver's perspective in other contexts. For example, communication media might be an important factor in facilitating cooperation between individuals, groups or units, and organizations (e.g., Moenaert & Souder, 1990) . Furthermore, future research should explore actual and specific messages exchanged through the communication medium from the sender's as well as receiver's end to increase our understanding of media use in the interactive process.
APPENDIX Interview Protocol
The purpose of this interview is to obtain the insight of persons such as you regarding how you receive, consider, and use business-to-business information as part of your decision-making role on behalf of your company. We are interviewing about 70 people to determine what makes information useful on the part of individuals who recommend and buy oil field service technologies and services. The interview will take about an hour or so. During this interview, you are free to make comments and ask questions about the research as well as offer insight about the kinds of communication media and types of information that you find most effective or ineffective in your professional role.
Background Information
1. What is your current position/title? 2. What functions or roles do you play in the decision-making process in your company to select/purchase technologies and services? 3. Approximately how long have you been involved in evaluating these technologies and services? 4. Interviewer, please record interviewee's company.
Information Evaluation
Here is a list of typical means by which you may receive information on technology and services valuable to your company. Daft, Lengel, and Trevino (1987) noted that uncertainty refers to "the absence of information," whereas equivocality means "ambiguity, the existence of multiple and conflicting interpretations about an organizational situation" (p. 357). However, we used these terms more or less interchangeably.
2. There are other theoretical perspectives for managerial preferences for rich media including symbolic interactionism (i.e., rich media carry certain symbolic values in interaction; e.g., Trevino, Daft, & Lengel, 1990; , social influence theory (i.e., significant others in the task networks use rich media; e.g., Fulk, Schmitz, & Steinfield, 1990; Fulk, Steinfield, Schmitz, & Power, 1987) , uses and gratification theory (i.e., rich media satisfy managerial task needs and provide most gratifications; e.g., Dobos, 1992) , and socialization (i.e., managers are socialized to use rich media; e.g., Donabedian, McKinnon, & Bruns, 1998; Rice & Shook, 1990) . However, we are not testing the relative explanatory power of theories on the choice and use of media. Thus, we focused on overall task environments that may affect managerial media preferences.
3. We did not offer a hypothesis concerning the novelty of information. We thought it was impractical to ask the respondents to count the number of new, recognizable arguments in the information they received through a variety of media. We were concerned with general perceptions regarding information received through the media.
4. We consulted with the same two professionals who generated a list of 135 potential interviewees for this research.
5. Individuals from petrochemical companies participated in similar research (e.g., Fulk, 1993; Fulk, Schmitz, & Ryu, 1995; Russ, Daft, & Lengel, 1990; Schmitz & Fulk, 1991) . However, unlike subjects or companies in Fulk's work that provided services to other companies, subjects or companies in the present study received services from vendors. In addition, at the time interviews were conducted (May to September, 1996) , a market upswing and exploration and production (E&P) expansion activities in the oil and gas industry required services and related information from specialized vendors. This offered an opportune circumstance to examine the information receiver's perspective because the research respondents were involved in customer or client sales relationships.
6. Participants held the following job titles: vice president, manager, supervisor, or director (29%); engineer (46%); superintendent (3%); coordinator or team leader (10%); and geo/petro specialist and advisor (12%). They were employed in the companies that fit the following profiles: major integrated oil and gas (30%), national-or state-owned oil company (1%), international independent (28%), independent (30%), and drilling contractor (10%).
7. Three relatively novice interviewers were trained by a more experienced interviewer who was also part of the research team. The three inexperienced interviewers first listened to a tape that contained the recording of actual conversations of an interview conducted by the experienced interviewer. Afterward, following the information gathering interview model suggested by Stewart and Cash (1997) , the experienced interviewer explained and discussed in detail the research's purpose, interview structure, question types and appropriate use, note taking and tape recording, and handling difficult situations and interviewees. Second, each of the three inexperienced interviewers accompanied and observed at least one actual interview that was being conducted by the experienced interviewer. With additional discussions and coaching, the three interviewers conducted approximately 13 interviews individually Lee, Heath / MEDIA RICHNESS 95 and independently (n = 38), while the experienced interviewer completed 31 interviews. Furthermore, tape recordings of these interviews were reviewed by the senior interviewer to assure that the interview protocol was being followed. Also note that because this research project was part of a larger study, other questions unreported in this research were also asked.
8. Because there were only a few cases with multiple responses for any one question, we decided to use the first response only.
9. Based on our consultation with the two professionals, we did not include e-mail, voicemail, fax, video conferencing, and other potential means of information reception rarely used due to security, technological, and other concerns. Please note that we encouraged the interviewees to name any other methods of information reception not found on the list.
10. For example, conversations with peers and colleagues were considered rich media because the respondents would have been likely to talk with one another in the face-to-face settings or via telephone. On the other hand, general mass media such as TV, newspaper, and radio were grouped into nonrich media because they would have been not likely to allow an opportunity for immediate feedback and personalness in the presentation of messages.
